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ANNUAL MEETING 


The annual meeting of stockholders will be held on 
March 24, 1964. A formal notice of this meeting, together 
with proxy and proxy statements, was mailed with this 
report on or about February 20,1964, at which time proxies 
were solicited by the management. 

The information herein contained is published solely 
for the benefit of the company’s stockholders. No state¬ 
ment in this report is made for the purpose of inducing 
the purchase of securities issued by the company. 











HIGHLIGHTS OF THE YEAH 


Gross Profit. 

Profits Before Income Taxes. 

Provision for Income Taxes. 

Profits After Income Taxes. 

Depreciation Charged to Operations . . 

Number of Shares Outstanding . . . . 

Per Share 

Profits Before Income Taxes. 

Provision for Income Taxes. 

Profits After Income Taxes. 

Depreciation Charged to Operations . . . 


1963 

1962 

1961 

$ 11 , 304,301 

9 , 127,401 

7 , 978,658 

2 , 864,458 

1 , 918,224 

1 , 312,789 

1 , 454,485 

948,997 

590,264 

1 , 409,973 

969,227 

722,525 

$ 809,473 

689,290 

596,656 

721,365 

717,638 

706,582 

$ 3.97 

2.67 

1.86 

2.02 

1.32 

.84 

1.95 

1.35 

1.02 

$ 1.12 

.96 

.84 


DIRECTORS 


OFFICERS 


H. S. Billingsley 

Senior Vice President, 
Secretary and Treasurer 
Dr Pepper Company 
Dallas, Texas 


Harris M. Browder 

Vice President — Operations 
Dr Pepper Company 
Dallas. Texas 


Don C. Bryan 

Investments 
Montgomery, Alabama 


Robert B. Cullum 

Chairman of the Board 
Tom Thumb Stores, Inc. 
and President, 

A. W. Cullum & Co. 

Dallas, Texas 

Raymond H. Cummins* 

President & Chief Exec. Officer 
Sanger-Harris Dept. Stores 
Dallas, Texas 
and Vice President 
Federated Dept. Stores, Inc. 

J. W. Davis 

Dr Pepper Bottling Company 
Roanoke, Virginia 


E. E. Fogelson 

Independent Oil Operator 
Dallas, Texas 

S. M. Leftwich 

Attorney at Law 
Dallas. Texas 

Ernest F. Marmon** 

Executive Vice President 
Dr Pepper Company 
Dallas. Texas 


Wesby R. Parker 

Chairman of the Board 
and President 
Dr Pepper Company 
Dallas, Texas 


Joe S. Rice 

Dr Pepper Bottling Company 
Winston-Salem, N. Carolina 


Jack C. Vaughn 

President 

Vaughn Petroleum, Inc. 
and Chairman of the Board, 
National Empire Life Ins. Co. 
Dallas, Texas 

Wesley West*** 

Independent Oil Operator 
Houston, Texas 


♦•Elected a Director October 17, 1963 


•♦♦Resigned November 27, 1963 


Wesby R. Parker 

Chairman of the Board 
and President 

W. F. Massmann 

Vice President 

H. S. Billingsley 

Senior Vice President 
Secretary and Treasurer 

John C. Simmons 

Vice President 

Ernest F. Marmon 

Executive Vice President 

Robert L. Stone 

Vice President 

Harris M. Browder 

Vice President 

Hugh Thompson 

Vice President 

W. W. Clements 

Vice President 

Hilton Folkes 

Assistant Secretary 

E. M. Dosser 

Vice President 

W. E. Tully 

Controller 


•Elected a Director January 23, 1964 



















MESSAGE TO 
SHAREHOLDERS 


are good for continued growth in this area. 

The big growth picture reflecting Dr Pepper’s 1963 
progress was in our franchised bottler organization. 


different and carries strong consumer impact. The 
popular comic characters created by Hart for 
Dr Pepper, with Harmon in the leading role, will 
continue to be used in 1964. 


WESBY R. PARKER 


At the outset it can be stated that 1963 was 
Dr Pepper’s greatest growth year. Your company 
experienced sharp gains in all areas of operations 
and, most significant of all, in sales and earnings. 

Dr Pepper syrup sales hit a new all-time high in 
1963, with an increase of more than 18 per cent over 
the previous year which had set a new volume rec¬ 
ord. It marks the sixth consecutive year in which 
Dr Pepper’s annual sales have reached a new high 
figure with December’s increase of 27 per cent over 
the same month in 1962 the company’s 32nd con¬ 
secutive monthly gain in national sales. 

Growth in earnings after taxes more than matched 
the percentage gain in sales — up 45 per cent over 
1962. The earnings boost was reflected in the 
increased payments to stockholders which brought 
the quarterly dividend rate from YlVrf to 25^ per 
share. On March 1, the dividend payment was upped 
to 20tf per share; on September 1, the payment was 
increased to 22*/2C and a third increase on December 
1, brought the quarterly dividend rate to the 25tf level. 

The December 1 payment marked your company’s 
136th consecutive quarterly dividend paid to stock¬ 
holders, a record dating back 34 years. 

A significant factor in our sales growth was the 
consistent gain in each area of operation. Dr Pepper 
fountain sales were up 26 per cent over the previous 
year with strong indications that this department will 
experience even greater expansion in the coming year. 
Dr Pepper can sales continued their steady climb 
with a gain of 45 per cent over 1962 and prospects 


Better advertising and marketing programs were 
available and bottlers, in turn, did a better job of 
executing these programs. 

Bottler sales growth was reflected by other factors. 
In some locations new plants were constructed, in 
others older plants were expanded and upgraded. 
New equipment was installed and new delivery trucks 
were put into service, all of which improved pro¬ 
duction and efficiency and further enhanced the 
Dr Pepper image at the local level. 

Locations where new plant facilities were installed 
last year included Eugene, Oregon; Bryan, Texas; 
Longview, Texas, and in Dallas where a modern 
new company-owned plant was put into operation in 
October. 

The new bottling plant in Dallas is situated 
adjacent to the company’s national headquarters. It 
is a 51,460 square foot building of pre-stressed con¬ 
crete construction designed to enable the Dallas oper¬ 
ation to handle increasing sales growth in the area. 

At year’s end arrangements were under way to 
construct a new bottling plant in Waco, Texas, 
replacing the long-outmoded company-owned facility 
in that location. The Waco structure will follow the 
same general plan of the new Dallas bottling opera¬ 
tion, equally modern and efficient in every respect. 
It is greatly needed to adequately serve Dr Pepper’s 
expanding sales growth in the Waco market. 

Following its long range program of expansion. 
Dr Pepper franchising efforts were continued in 1963, 
resulting in product availability being extended to 
19 new markets. Most of these were pre-selected 
to fill in key distributing gaps. 

A highly significant phase of Dr Pepper’s 1963 
marketing growth was consolidation which took place 
in a number of franchised bottler areas. Smaller 
plants were combined to form larger bottler opera¬ 
tions which follows today’s general industry trend. 
The larger bottler is able to be more competitive and, 
with greater volume, capable of operating more 
economically. 

Many developments took place in vending and 
dispensing which brought improved handling and 
serving of Dr Pepper, particularly in large volume 
outlets. Suppliers introduced new dispensing equip¬ 
ment capable of doing a better, more economical job 
of merchandising Dr Pepper. 

Dr Pepper’s advertising was more effective in 1963. 
Your company continued its effort to make advertis¬ 
ing interesting, appealing and different from that of 
other soft drink brands. The Johnny Hart theme, 
which is used to illustrate this report, is distinctively 



All major media including radio, television, national 
magazines, 24-sheet posters, newspapers and point- 
of-sale, was used to promote Dr Pepper in 1963. The 
same media will be used this year on a larger scale. 

There were significant developments that played a 
major role in Dr Pepper’s progress during 1964. The 
first was your company’s consumer service depart¬ 
ment, now in its third year. Dr Pepper is the only 
soft drink company to exploit this phase of product 
promotion. In its modern test kitchen are more than 
200 interesting food and drink recipes in which 
Dr Pepper is used. These have been tested and 
merchandised over a wide area and results have been 
gratifying. 

Dietetic Dr Pepper, beginning its second year, 
continues to meet with success. In every franchised 
bottler area where Dietetic Dr Pepper has been intro¬ 
duced, plus sales are reported. Interestingly, overall 
Dr Pepper sales in these areas are on the increase. 

Hot Dr Pepper, now in its fifth year, has exceeded 
our estimates. It has proved effective in boosting 
winter sales for Dr Pepper bottlers and continues to 
push volume upward. 

And finally, 1963 brought your company closer to a 
new product which we believe has great potential. 
National distribution rights for POMMAC, a fine 
quality soft drink that has been a favorite in Sweden 
for more than 40 years, has been acquired by your 
company and for the past four months has undergone 
extensive market tests. The results were highly satis¬ 
factory and in January of 1964, tests were expanded 
to include two major metropolitan markets, San Jose, 
Calif., and Dallas, Tex. 

Your company reached a new high peak in 1963. 
It gained new momentum in sales and earnings which 
brought it into sharper focus everywhere. More people 
know about Dr Pepper, more people are interested in 
Dr Pepper and. more people are drinking Dr Pepper. 
In view of these developments, we can’t help but see 
bright prospects for 1964. 

Your company appreciates the support of its stock¬ 
holders which is reflected on many occasions. All of 
our people are optimistic and all are dedicated to one 
effort . . . keeping Dr Pepper vigorous and growing 
throughout the year ahead. 




Chairman of the Board 
and President 
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DR PEPPER COMPANY AND SUBSIDIARIES 


ASSETS 

Current assets: 

Cash (including time deposits, $790,000) 

and short-term Government securities. $ 1,887,306 

Receivables: 

Accounts receivable — trade. $1,307,678 



Sundry notes and accounts receivable — 


partially secured. 553,164 

Officers and employees. 34,377 


Inventories — at lower of cost (first-in, first-out) 
or market. 

Prepaid expenses. 

Total current assets. 

Long-term portion of notes receivable, for the 
most part secured, less allowance for losses, 
$86,151. 

Investments — at cost. 

Property, plant and equipment — at cost, less 
accumulated allowance for depreciation 
($4,940,832) and customers’ deposits on bottles 
and cases ($295,517), partially pledged . . . 

Goodwill — at cost. 

Formulae and trade-marks — at nominal value . . 


1,895,219 

1,303,217 

395,621 

5,481,363 

438,220 

21,419 


5,707,937 
203,290 
_4 

$11,852,233 


See accompanying notes to consolidated financial statements. 
































CONSOLIDATED BALANCE SHEET • 


LIABILITIES 

Current liabilities: 

Accounts payable and accrued expenses. 

Notes payable: 

Bank. 

Current installments on long-term notes. 

Federal and state taxes on income. 

Total current liabilities. 

Long-term notes payable: 

Mortgage notes: 

4%, due December 22, 1967 . $ 594,712 

4%%, due February 1, 1970 54,167 

648,879 

Equipment note — 6%, due March 3, 1967 . . 74,002 

722,881 

Less installments due within one year 

included above. 171,937 

Stockholders' equity: 

Common stock — authorized 800,000 shares 
of no par value, whereof 721,375 shares 
issued (notes 2 and 3). 1,701,683 

Retained earnings. 6,900,163 

8,601,846 

Less treasury stock, 10 shares — at cost ... 98 

Contingent liability (note 4). 


December 31. 1963 


$ 1,469,202 

29,500 

171,937 

1,028,902 

2,699,541 


550,944 


8,601,748 


$11,852,233 

































DR PEPPER COMPANY AND SUBSIDIARI 

Statement of Consolidated Earnings and Retained Earnings 
Year ended December 31, 1963 


Net sales.$21,783,299 

Cost of sales. 10,478,998 

Gross profit on sales. 11,304,301 

Administrative, marketing and general expenses. 8,500,633 

Operating profit. 2,803,668 

Miscellaneous income. 183,817 

2,987,485 

Miscellaneous charges (including interest of $36,146). 123,027 

Earnings before taxes on income .... 2,864,458 

Federal and state taxes on income. 1,454,485 

Net earnings. 1,409,973 

Retained earnings, December 31, 1962 . 6,121,390 

7,531,363 

Dividends paid ($.875 per share). 631,200 

Retained earnings, December 31, 1963 . $ 6,900,163 


See accompanying notes to consolidated financial statements. 


































DR PEPPER COMPANY AND SUBSIDIARIES 

Notes to Consolidated Financial Statements December 31, 1963 


(1) Pension plan 

The Company and its subsidiaries have 
a pension plan for the benefit of the 
employees. The Companies expect to 
continue the plan indefinitely, but 
have the right to discontinue it at 
any time. The cost of the plan 
amounted to $90,375 in 1963. The 
unfunded past service cost of employ¬ 
ees presently covered by the plan 
amounted to approximately $29,000 
at December 31, 1963. 

(2) Restricted stock option plan 

The Company has an employees’ stock 
option plan covering 57,650 shares of 
its common stock at December 31, 
1963. At the beginning of the year 


ACCOUNTANTS’ REPORT 

The Board of Directors 
Dr Pepper Company: 

We have examined the consolidated bal¬ 
ance sheet of Dr Pepper Company and sub¬ 
sidiaries as of December 31, 1963 and the 
related statement of consolidated earnings 
and retained earnings for the year then ended. 
Our examination was made in accordance with 
generally accepted auditing standards, and 
accordingly included such tests of the 

Dallas, Texas 
January 29, 1964 


options to purchase 3,725 shares at 
$10.25 per share were outstanding. All 
of these options were exercised dur¬ 
ing the year. On April 25, 1963 addi¬ 
tional options for 46,500 shares were 
granted at $29,875 per share. These 
options become exercisable as to forty 
per cent of such shares on April 25, 
1964 and twenty per cent annually 
thereafter through 1967. The options 
expire April 24, 1968. Of the options 
granted April 25, 1963, 1,500 shares 
were subsequently cancelled, leaving 
a balance of 45,000 shares under 
options at December 31, 1963. 
Unoptioned shares at the beginning 
and end of the year were 57,650 and 
12,650, respectively. 


accounting records and such other auditing 
procedures as we considered necessary in the 
circumstances. 

In our opinion, such financial statements 
present fairly the financial position of 
Dr Pepper Company and subsidiaries at Dec¬ 
ember 31, 1963 and the results of their opera¬ 
tions for the year then ended, in conformity 
with generally accepted accounting principles 
applied on a basis consistent with that of the 
preceding year. 

I 


(3) Proposed stock split 

In January 1964, the Board of Directors 
of the Company adopted a resolution 
to effect a 2 for 1 stock split and to 
increase the Company’s authorized 
common stock from 800,000 shares 
to 1,600,000 shares. The proposed 
stock split is subject to action of the 
stockholders at the annual meeting 
in March 1964. 

(4) Contingent liability 

The Company has a contingent liabil¬ 
ity with respect to vending machine 
contracts receivable sold with 
recourse amounting to $148,505 at 
December 31, 1963. 













DISTRIBUTION OF NET REVENUE DOLLAR 


6.5% 

TAXES ON INCOME 


15% 

PAYROLLS 


5% 

DEPRECIATION AND 
MAINTENANCE 


20 % 

PROMOTION, ADVERTISING 
AND EXPANSION 


OTHER OPERATING EXPENSES 


37% 

RAW MATERIALS 



4.5% 

PACKAGING COST 

3.5% 

RETAINED IN BUSINESS 


3% 

DIVIDENDS 


. 5 % 

TAXES —OTHER THAN 
INCOME 
































PEOPLE 


Consistent with Dr Pepper’s outstanding progress in 1963 was the growth 
that took place among the people in the organization. There were numer¬ 
ous promotions within the company, a number of new additions and a 
general strengthening of the company’s workforce. 

In bottler organizations there were also many advancements and new¬ 
comers who joined this important group. 

Few companies place greater emphasis upon the role of the individual 
and the important part that each plays in the building of success than 
does Dr Pepper. A management philosophy holds to the idea that com¬ 
pany and employees succeed together which explains why the company 
goes to great length to provide the climate and conditions which are 
conducive to people growth and improvement. 

During 1963 Dr Pepper expanded its organization in all areas of the 
business. Much of the growth was in advertising and marketing. 

The company provided training and counsel in seminar and workshop 
type programs for production, sales and management people in both the 
parent company group and bottler organization. Special courses dealt 
with each phase of the business. 

Training and development programs conducted during the year included 
a series of eight Sales Trainer Workshops for bottler supervisory men; 
a General Managers Seminar for bottlers; a Vendor Workshop for bottling 
plant personnel; a workshop for Dr Pepper Company quality control 
representatives, and a Management Seminar for company staff members. 
Participating in the overall program were some 1,500 people who were 
exposed to added knowledge and information concerning the successful 
operation of all phases of the Dr Pepper business. 

The underlying purpose for Dr Pepper’s extensive training program is to 
sharpen the business skills of our people, thus enabling them to be 
more productive for the company and for themselves as well. 
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Mass Merchandising 


Since Dr Pepper’s marketing, advertising and promotion are closely inter¬ 
related, the following report is a combined summary of 1963 activities 
in these three major areas. The method of distribution, promotion and 
sale of Dr Pepper suggests that goals and objectives be aimed at the broad 
consumer market, yet flexible enough to be directed at specific segments 
of the market. Since Dr Pepper is a product for mass consumption, these 
factors are even more relevant. 


PROGRAM 

PLANNING 


In 1963 the company sharpened its aim on each 
consumer group. Sales building programs were 
based on extensive research and study of each group 
and likewise upon each bottler market. Assistance came from the com¬ 
pany’s advertising agency, from its own market research department and 
from information supplied by bottlers. A marketing advisory board, 
composed of five key bottlers, had a hand in formulating programs. 
Dr Pepper’s field marketing representatives carried these programs to 
the bottler and exerted their effort in helping carry them out successfully. 


MARKETING 

EXPANDED 


The Dr Pepper marketing organization was 
expanded in 1963. Its members again underwent 
extensive training and were better equipped to 
handle their assignments. Year-end results indicate that the program 
was effective and the same pattern will be followed in the year ahead 
except on a larger, more intensified scale. 























































Point-of-sale Cotton Bowl Parade 


PRESIDENTS 

AWARD 


Again in 1963, the Dr Pepper Company Presi¬ 
dent's Award was an effective bottler incentive. 
Introduced 5 years ago, the award is made each 
month to the Dr Pepper bottling plant which has achieved outstanding 
marketing results. These are based on accomplishments at the local level, 
winners being judged on field reports submitted by Dr Pepper Company 
zone managers. A key factor in the final judging is the overall improve¬ 
ment achieved in all areas of the business, including management, 
production and marketing. 


VENDING 

ACTIVITY 


A major area of Dr Pepper's 1963 marketing activity 
was vending which brought increased distribution to 
many markets. Bottlers advanced sales in outlets 
where Dr Pepper had not been available through the placement of 
selective type equipment. Fountain sales growth in 1963 was due largely 
to the increased effectiveness of a well trained, well managed field organi¬ 
zation. Placement of an increasing number of new dispensing units also 
helped boost Dr Pepper distribution and sales at fountains. 

Premix and post-mix sales, likewise, made a greater 
T^GT^Turinir contribution to total sales as a result of increased 
POST-MIX bottler activity in this area of distribution. Sales of all 
Dr Pepper packages in retail outlets (bottle and fountain) were sparked 
by colorful point-of-sale advertising materials. 


PARADE FLOATS 


DIETETIC 
DR PEPPER 


Continuing sharp gains were recorded in Dr Pepper 

ArTiMr can sales brou g ht about by increased availability 
PACKAGING anc j b roa( ]er consumer acceptance of canned soft 

drinks. There was better than 48 per cent gain in the sale of canned 
Dr Pepper through overseas military services. 

Dietetic Dr Pepper made significant progress in 
1963 which saw its introduction in returnable 
bottles. It first went on the market in 1962 in cans, 
followed last year by a variety of sizes of attractive returnable bottles 
which met with wide consumer approval. 

Hot Dr Pepper, now in its fifth year, earned 
a spot on the major media schedule amount¬ 
ing to full color ads in a variety of national 
magazines which ran during the winter months. Accelerated merchandis¬ 
ing and promotion by more bottlers has made Hot Dr Pepper a major 
contributing factor to winter sales volume and continues to gain signi¬ 
ficance each year. 

r^nTMCTTiwriTT* One °* tbe f ascinat i n g departments in the company 

which continues to present new opportunities to 
SERVICE D r p e pp er i s the consumer service department. In 

operation about four years, this area of activity has produced unusual 


HOT DR PEPPER 
ADVANCES 


















President’s Award Bottlers Advisory Board 



Miss Teenage America 


results. Through extensive research in its modern test kitchen, consumer 
service people have introduced many delightful food and drink recipes 
using Dr Pepper that have aroused wide interest among home economists, 
women food editors and others. Already the department has on file more 
than 200 interesting recipes which are being used to promote Dr Pepper 
in new areas. 


NATIONAL 

PROMOTIONS 


The company's marketing in 1963 was highlighted 
by special promotions. Starting off in May was a 


nationwide consumer contest with bottler-dealer 
tie-in called the “Square Wheel Promotion," which offered a "Square 
Wheel" as top award, a Corvette Sting Ray, $5,000 in cash and scores 
of other valuable "wheel" prizes. Like previous national Dr Pepper 
promotions, it produced the unusual in the form of advertising and 
publicity and outstanding sales results in most bottler areas. 


Another promotion was the "Silver Scoop Sweepstakes" incentive pro¬ 
gram designed to stimulate effort among Dr Pepper route salesmen. This 
was followed by the company's annual summer promotion on "Frosty 
Pepper," the highly popular Dr Pepper-ice cream drink combination. 


TEENAGE 

PAGEANT 


A major promotion which gained greater national 
prominence in 1963 was the Miss Teenage America 
Pageant, co-sponsored by Dr Pepper. Fifty teenage 


beauties from throughout America won out over several thousand entries 



for the right to compete for the coveted title in a nationally televised 
pageant held in Dallas on November 1. Dr Pepper's spot on the telecast 
marked the first time for the company to appear on a night-time television 
spectacular over a major network. 

Dr Pepper’s association with this outstanding event, and tie-in activities 
by bottlers leading up to the pageant, brought prominent local and 
national recognition to the product. Equally important, it identified 
Dr Pepper with a segment of the teenage market that wields great 
influence on the buying habits of the American home. 


DICK CLARK ^63 Dr ^ e PP er ma de another aggressive move 

tttt.tim toward the teenage market through exploitation of 

Dick Clark, featured on "American Bandstand" 
on ABC-TV network. This took the form of a record album promotion 
in the spring and a TV Celebrity Party Contest in the fall with bottler 
tie-ins and Dick Clark personal appearances during the year. Coupled 
with the promotion was an hour-long nationwide telecast over ABC 
network featuring some of the nation's top teenage movie and TV stars. 


The primary purpose for all Dr Pepper promotions is to provide 
Dr Pepper bottlers with special advantages at the point-of-sale, motivat¬ 
ing both dealer and consumer to buy Dr Pepper. In support of these pro¬ 
motional activities the company provides valuable cash and merchandise 























Dealer service 





T I S I N G 


PROMOTION 


prizes as incentives. Some are offered to consumers, others to dealers and 
to Dr Pepper route salesmen. Bottlers also come in for a share of the 
awards. 


HOSE! BOWL 
PARADE 


Again on January 1, 1964, Dr Pepper was a 
participant in two of the nation's annual New 
Year’s Day parade spectacles, the outstanding 
one being the Tournament of Roses Parade in Pasadena, Calif. 
Dr Pepper’s sponsored float in this event marked the fourth year for the 
company to be a participant. The Tournament of Roses Parade was 
viewed locally by an estimated 2,000,000 people and by some 100,000,000 
over national telecasts on all maior networks. 


Dr Pepper has also been a participant in the 
annual Cotton Bowl Parade in Dallas, with the 
1964 parade the fourth in which Dr Pepper has 
sponsored a float in this spectacular event. 


COTTON BOWL 
PARADE 


Dr Pepper sponsored floats have won awards in three out of four years 
of participation in both parade events. 


NATIONAL 

ADVERTISING 


In support of these major promotional activities 
was a schedule of national media advertising 
including magazines and sustaining television 
which was maintained throughout the year. Total national exposure in 
all forms of media was greater, in terms of trademark impressions, than 
in any previous year. 


The company continues to adhere to the policy that its advertising dollars 
must work harder than those spent by other major soft drink companies 
and does everyhing feasible to measure the effectiveness of each dollar 
spent. 


BOTTLERS 

ADVERTISING 


Extensive groundwork went into building the 
1963 Dr Pepper advertising program, designed 
as a two-pronged marketing offensive — one 
being the Dr Pepper Company national effort, the other that of the 
bottler at the local level. A coordination of the two made the entire 
program productive and gave impetus to Dr Pepper sales. 


The payoff in Dr Pepper’s overall 1963 effort came from the improved 
distribution and availability of product. 


Bottler participation in co-op advertising during 1963, combined with 
the company’s advertising and promotional effort, gave Dr Pepper the 
largest annual advertising expenditure in the company’s history. 



























EARNINGS PER SHARE 


Dr Pepper net sales were up nearly 25 per cent over 1962 and 
national syrup gallonage for the year was more than 18 per cent 
ahead of the previous year. This marks the sixth consecutive year in 
which Dr Pepper’s annual syrup sales have reached a new high with 
December’s increase of 27 per cent over December 1962, the com¬ 
pany’s 32nd consecutive monthly gain. Dr Pepper fountain sales in 
1963 were up 26 per cent over the previous year. Can sales, likewise, 
continued their steady climb during the year with a 54 per cent gain. 


Earnings per share on Dr Pepper Company’s common stock climbed 
44 per cent during 1963. On March 1, the quarterly dividend payment 
was raised from 17% cents to 20 cents per share; a September 1 
increase brought the per share payments to 22*4 cents and a third 
boost on December 1, brought the quarterly dividend rate to 25 cents 
per share. The three increases in 1963, plus a June 1 boost of 2% 
cents in 1962, produced a percentage gain of 66 per cent in the 
18 month period. 


NET SALES (MILLIONS) 


EARNINGS PER SHARE 





















































































































































































NEW PLANTS 


A sign of Dr Pepper progress that stood out promi¬ 
nently in 1963 was new plant construction that took 
place in several bottler markets. Illustrated (at right) 
are artists sketches of four attractive new bottling 
plants completed last year. 

In mid-May, the Dr Pepper Bottling Co. of Eugene 
(Ore.) formally opened a modem new plant to the 
public. Another newly completed plant that opened 
last year was the Dr Pepper Bottling Co. of Bryan 
(Tex.). Dr Pepper Company staged open house in 
October at a new bottling plant facility for its company- 
owned Dallas operation. In Longview, Tex., another 
modern new Dr Pepper bottling plant was completed 
late in the year and is now in operation. 

These four lead a parade of new plants in various stages 
of construction that are scheduled to be in operation 
by mid-1964. Some of the locations where new plants 
are in the drawing board stage or already under way 
are Elk City, Okla.; Corpus Christi, Tex.; Waco, Tex.; 
Fayetteville, Ark.; Harrison, Ark.; Ruston, La.; 
Charleston, S. C.; Fort Worth, Tex.; and Browns¬ 
ville, Tex. 

In addition, numerous other plant facilities are being 
enlarged and improved. 

The success image cerated for Dr Pepper by these new 
and improved bottling operations is having an 
important effect not only locally but nationally. 



Longview, Texas 
Dallas, Texas 
Eugene Oregon 
Bryan, Texas 
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NEW PRODUCTS 


_ ___ As an adjunct to overall sales volume Dr Pepper Com- 

SAL.UTE • 

^ pany introduced Salute Beverages, a quality line of flavor 

drinks, early in 1963. Packaged in attractive bottles with ACL labels, the 

new product is available in six flavors. The first franchised plant to begin 

bottling and distributing the Salute brand was the Dr Pepper Bottling Co. 

of Chicago. Other plants, including Dr Pepper’s four company-owned 

bottling plants, also started marketing Salute early in 1963. 


POM MAC offers unusual possibilities. It has been on sale in Sweden 
more than 40 years and is a leading seller in the Scandinavian countries. 

Dr Pepper Company has exclusive distribution rights for POMMAC for 
the entire United States. Market tests have been conducted in Benton 
Harbor, Mich.; Rapid City, S. D.; Santa Cruz, Calif.; and Denton, Tex., 
and results were highly satisfactory. 


Introduction of Salute by the company was to provide Dr Pepper 
franchised bottlers with a quality line of flavors at economical cost and to 
enable them to bolster plant production and sales. 


Beginning in January of 1964, POMMAC marketing tests were expanded 
to include two large metropolitan areas, San Jose, Calif., and Dallas, Tex. 


POMMAC 


Particularly interesting is POMMAC, a new soft drink 
being imported from Sweden which was introduced by 
Dr Pepper Company last year. With a low calorie content, a distinctive 
flavor and characteristics that are different from any other soft drink, 


Identified as “The drink from the Continent with the flavor of cognac,” 
POMMAC has met with unusual success. Bottles, cartons and point-of- 
sale advertising are closely identified and carry striking features. 
POMMAC is sold in 10 and 12-ounce returnable bottles and priced the 
same as other leading soft drinks. 


NEW MARKETS 


Three years ago a goal was set for complete national distribution of 
Dr Pepper by the end of 1965. With two years to go, this accomplishment 
is in sight and, perhaps closer than originally planned. 


comparatively new, are making progress — also that from a current list of 
prospective bottlers will come additional new Canadian distributors early 


in 1964. 


During 1963 nineteen new plants were franchised to bottle and sell 
Dr Pepper, one of these in Canada. The opening of these new areas made 
Dr Pepper available to more than 3,000,000 additional consumers. A 
reasonable estimate would be that, at the end of 1963, about 83 per cent 
of the population of the United States is being served by franchised 
Dr Pepper bottlers. 

Although only one new franchise was issued for Canadian distribution 
last year, the company feels that existing bottlers in that country, all 


The company established a branch office in Toronto in 1963 and expanded 
its operations staff in Canada. 

An important development which took place last year that greatly 
strengthened Dr Pepper’s position in many key areas was the consolidation 
of a number of small franchise bottler operations. Additionally, there were 
changes in plant ownership in several key locations. Among these were 
Charlotte, N. C.; Columbia, S. C.; Memphis, Tenn.; Baltimore, Md.; 
Richmond, Va.; Parkersburg, W. Va.; and New Orleans, La. 













POMMAC. . . a soft 
drink from the continent 
with the flavor of cognac. 


SALUTE ... a quality 
line of flavor drinks. 




NEW MARKETS 

UNITED STATES 

Canton, Ohio 
Hood River, Oregon 
Walterboro, South Carolina 
Rapid City, South Dakota 
West Aliquippa, Pennsylvania 
Atlantic, Iowa 
Shenandoah, Iowa 
Roseburg, Oregon 
Kingman, Arizona 
Auburn, Indiana 
Warren, Ohio 
Pierre, South Dakota 
Virginia, Minnesota 
Canyon City, Oregon 
Everett, Washington 
Sheridan, Wyoming 
Rock Springs, Wyoming 
Salida, Colorado 

CANADA 
Brockville, Ontario 





















_ 


_ 


_ 


L 
















